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RESUMEN
Esta investigación su objetivo general fue, identificar si aplicas “Las estrategias de
marketing de franquicias internacionales de comida rápida, cercado de lima, 2015.”
Se tomó como teoría de estudio “Las estrategias de marketing”  de Kotler, se
plantearon como dimensiones la plaza, el precio, la promoción y el producto. La
investigación es aplicada, de nivel descriptivo y diseño no experimental.
La población y muestra estuvo conformada por 15 tiendas del Centro de Lima,
obteniendo una muestra tipo censal. El recojo de información fue a través de una
encuesta que consistió en 36 preguntas validadas por expertos y confiable.
Utilizando SPSS y Estadística Descriptiva, que contenían preguntas referidas a las
dimensiones propuestas, las mismas fueron aplicadas a los gerentes de tienda.




It took as its starting point the great moment that passes our country since 2000, in
which investments in all areas has been more aggressive with the creation of new
businesses and the consolidation of others.
Therefore what refers to fast food franchises, which is a sector very big growth, we
will see what are the ways to make sales will be increased and brands look more
solid to be able to start to look at other places in our country that are not yet benefited
with these.
This research had as general objective, identify if you apply marketing strategies of
international fast food franchises, fencing Lima, 2015.
It was taken as theory study "marketing strategies" Kotler, were raised as dimensions
price, product, place and promotion. The research is applied, descriptive and non-
experimental design level.
The population and sample consisted of 30 stores from downtown Lima, obtaining a
census sample type. The collection of information was through a survey that
consisted of 36 expert judges validated questions, which contained questions
regarding the proposed dimensions, they were applied to store managers.
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